This chapter explores the issues integrated marketing communication (IMC) is facing nowadays, chiefly due to the rapid development and diffusion of new digital media outlets and social media in particular. It addresses questions concerning the role of IMC in developing relationships with customers, which is becoming the integral part of marketing exchange in the era of customer-and experience-centred perspectives. The chapter develops a dual model of value creation which could become the basis for the IMC paradigm shift. Following the proposed model, it discusses the potential challenges for IMC when taking into account the digital online environment and its characteristics in the postmodern world.
Introduction and overview of the chapter
In the last few years, scholars in marketing and in IMC are increasingly realizing that hegemonic marketing and associated IMC paradigms may have lost their customer-centric focus. Furthermore, with the emergence of new, interactive communication technologies and media, they are also faced with the fundamental problems of how to clearly conceptualize new digital online media in relation to more traditional outlets and integrate them into the current communication management practices.
It has been largely recognized that mass media marketing communication is now sub-optimal if not ineffective. Hence, via emerging communication technologies with an interactive nature, new ideas and paradigms have emerged (Bacile et al., 2014 
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and IMC management address these issues in diverse manners. However, most authors of these books still tend to see, more or less as a footnote, the idea that the communication between sellers and customers goes beyond the transactional aspect prevalent in unidirectional communication systems, despite recognizing the communication characteristics of social media.
One way to address these issues is for IMC to adopt some of the ideas that stream from the service dominant (S-D) marketing logic (Vargo and Lush, 2008) and Nordic school of services marketing perspectives (Grönroos, 2008; Grönroos, 2011) . These ideas emphasize the customer perspective, integrative exchange, and engagement as well as (co)creation, and they build on the concept of interaction. We should acknowledge that the idea of the S-D logic is not new to marketing communication and branding; recently scholars tend to include it more often in an attempt to further develop and operationalize the customercentred idea in marketing communication practice (e.g., Ballantyne and Varey, 2006). However, not much has been written about the possible implications the service dominant-based logic can bring to the questions related to integration aspects of marketing communications.
This chapter is structured as follows: first the central ideas of the IMC concept are briefly introduced from our perspective. This is followed by the description of how Web and new digital online media as well as social media inform customer behaviour through the concept of engagement. The focus then shifts to the notion of value creation as the main idea of the customer-centred perspective. Based on this, we introduce the dual model of value creation and finally point out some possible conceptual and practical implications for IMC.
Evolution of central ideas around the IMC concept
IMC as a concept and management practice was first introduced at the end of the 1980s and has rapidly evolved since then. Its development has taken many directions, from being a simple integration of promotional activities seen as a process within an organization, to being a new paradigm in marketing (Luck and Moffat, 2009; Schultz, Patti, and Kitchen, 2011) and an all-encompassing idea of the integration of communications with stakeholder needs internal and external to the organization. Kliatchko (2008) observes that conceptualization of IMC has developed considerably through time. At first IMC centred on managing marketing communication in an integrated and strategic manner (i.e., the one-voice phenomenon), but later it had acknowledged the need to shift towards a
